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30 years of reform and opening up, China's retail industry has experienced a lot, 
from small to large, from closed to open, from single to multiple, from tradition to 
modern process of development. Retail is the first to start the national market, the first 
to achieve market-oriented industry. But along with that development, mergering of 
retail enterprises, restructuring constantly, the hundred enterprises have many new 
faces annually , and many companies have annihilated. How is undefeated in the 
fierce competition? How to form complex decision-making?  
  Through EDI, POS and other information systems，Retail business accumulated 
large amounts of data in the ordinary course of business. From the two angles 
products and customers, with the help of advanced data mining ideas, such as 
association rules, decision trees, Bayesian networks, support vector machines, we dig 
out useful information to help businesses make decisions.  
   With the help of association rules and sequence association rules, we analyze the 
link between the products what the customers buy. When will the customers purchase 
the goods? Which goods the same customers will purchase again?         
Assistance can help expand the retail sales of goods. Companies can rearrange the 
shelf, and adjust product inventory in time.  
    By RFM analysis tools, we can make effective evaluation of the relative 
importance of the customers, can make use of limited advertising resources to retain 
the most important customers effectively. The introduction of the product matrix can 
help to analyze the importance of the product.  
    Through customer response analysis, we can which customers are most likely 
interested in promotion of enterprises. In the future similar promotional activities, we 
can target to most customers by the least cost.  
   Finally, by functional data analysis of product sales, we will find the product sales 
analysis speed and acceleration, and cluster analysis of the products also can help 
















   Based on the above analysis, we can better understand customers and find 
valuable customers, adjust inventory to the sales of the product characteristic .Thus 
we can help companies make the right decisions in the intense competition. 
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高，1978 年至 2007 年，我国社会消费品零售总额年均增长速度到达 15.0%，消
费水平整体趋向良好。 
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